Allocation of attention to self-name and self-face: An ERP study.
Self-related information, due to its high social/adaptive value, seems to have a preferential access to our attentional resources (cf. the cocktail party effect). However, it remains uncertain whether this attention preference is the same for different kinds of self-related cues. In this ERP study we showed that self-name and self-face when compared with other names and faces, produced very similar patterns of behavioral and neural responses, i.e., shorter reaction times (RTs) and enhanced P300. The processing of the two self-related cues did not differ between each other, neither in RTs nor in P300 responses. In fact, the amplitudes of P300 to self-name and self-face were correlated. These results suggest that the adaptive value of different kinds of self-related cues tends to be equal and they engage attention resources to a similar extent.